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An AICPA publication for the local firm
CREATING CLIENT NEWSLETTERS-IN-HOUSE
The most important advantages that a local ac­
counting firm offers its clients are accessibility, 
prompt service and a personal concern for the 
people and community it serves. The first two 
characteristics are inherent in rendering quality 
service, while the third requires constant atten­
tion and work.
There is a very effective way to show your con­
cern and enhance your firm’s close relationship 
with clients and community. It can be achieved 
through the use of an interesting and informative 
client newsletter.
Many practitioners raise two objections to writ­
ing their own newsletter—the time and expense 
that this involves. However, there are several ad­
vantages to preparing such a newsletter in-house, 
although outside services can be engaged for the 
purpose, and there are ways to minimize the costs. 
In fact, the expense of printing and mailing a 
newsletter may be held to as little as 35 cents a 
copy, while the time spent organizing and writing 
depends to a large extent on how efficiently you 
use available resources.
Begin by singling out the people in your office 
who have an aptitude for writing. Many staff mem­
bers not only like to write but have had training 
on college newspapers. Next, seek out the photog­
raphy buffs. Using an in-house photographer cuts 
expenses considerably, and interesting pictures 
can make your newsletter very attractive. Also, an 
office artist is a rare but lucky find—cartoons and 
sketches add variety to any publication if they 
deal with appropriate subjects. Photographs, too, 
should illustrate a situation, not just a group of 
smiling faces unrelated to a story.
Once you have assembled your newsletter staff, 
make full use of it through suggestions and criti­
cisms both in the planning stages and on a contin­
uing basis as you publish. The first decisions you 
will have to make concern the
□ Frequency of publication. Should it be 
monthly or quarterly?
□ Size. 8½ x 11 inches is the usual choice.
□ Format. A four-page single sheet (11 x 17) 
with an 8½ x 11 inch insert for a tax calen­
dar works well for many firms.
□ Title. Choose one that suits your firm and 
will appeal to your clients.
Unless you have unusually good printing equip­
ment in your office, it is desirable to use an outside 
printer. When you start with a new printer, take 
along some copies of other firms’ newsletters to 
give an idea of what you want. The size and style 
of headings and type faces, and the grade of paper 
used are very important if reading is to be effort­
less. Printers often make excellent suggestions in 
these areas.
The cost of each copy will vary depending on 
the number printed and the market area. Current­
ly, a reasonable cost estimate is $250 for 1,000 
newsletters. The printer will collate and fold the 
newsletters which may then be stapled at the bot­
tom and addressed. It is important that all clients 
and friends of the firm be on the mailing list.
To prepare your mailing list, copy clients’ 
names and addresses from accounts receivable 
listings onto index cards, sort these by partner 
and allow each partner to review them. Partners
What’s Inside ...
□ Some tips on creating interesting 
video programs, p.3.
□ National governmental training program set, p.3.
□ New management program announced, p.4.
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may wish to add or delete names, or perhaps re­
place a corporate name with that of its president. 
In any event, the cards should be frequently re­
viewed and updated. You can quickly and cheaply 
make address labels by typing the information on 
these cards onto 8½ x 11 inch sheets of sticky 
label paper and running these sheets through the 
office copying machine. The cost for bulk mailing 
newsletters printed on a good grade of paper is 
approximately ten cents per newsletter.
With the format, printing and mailing details 
of your newsletter settled, you should now turn 
your attention to the most important aspect—its 
content.
The first edition of a newsletter is much harder 
to write than subsequent ones. You will probably 
find, as most of us do, that as you settle into a 
routine, the task becomes much easier. The im­
portant point to always keep in mind though is 
that the basic aim of a newsletter is to build good 
client and community relationships. Many news­
letters contain too much technical detail, are dry 
to read and difficult for the layman to understand.
While the tone should be professional, a news­
letter should have enough light reading to keep its 
readers’ attention. All we try to do is give clients 
general knowledge of technical subjects, so if they 
have similar problems, they can then get in touch 
with us.
Each firm will obviously have different ideas 
about the type of information to include and 
where stories should be located in the newsletter. 
These decisions are strongly influenced by firm 
specialties and the talents and interests of the 
newsletter staff. For an idea of what can be done 
in a local firm, let’s look at the actual layout of our 
newsletter which is published quarterly.
Page one, which is headed Client Newsletter, 
the prosaic name of our publication, usually fea­
tures a story of particular importance or one of 
general interest and a related photograph. The 
top of page two contains our masthead with 
names of partners, addresses of offices, telephone 
numbers, etc., and usually continues the page one 
story. We also put firm news, such as new addi­
tions to the staff, new CPAs or honors given firm 
members on this page. For special news, pictures 
are included.
A tax calendar, with due dates for the coming 
quarter, appears on pages three and four. These 
pages are printed on a single loose sheet that cli­
ents can remove for reference purposes. In fact, 
clients often post this sheet in their offices, so we 
make sure our firm name is on it. Any additional 
room on these pages is usually filled with brief 
alerts on important tax changes.
Page five is often used for a long article about 
tax or accounting. Stories on estate and gift taxa­
tion or on interpreting financial statements are 
common examples.
We think the last page is an excellent spot for 
a community interest story. Local events such 
as craft festivals or local sites such as historic 
buildings make good subjects for a short story and 
a photograph. These stories make no mention of 
the services our firm provides. However, they do 
reflect our involvement and interest in the com­
munity we serve. The lower half of this page is 
held open for mailing and return address informa­
tion.
There are a number of things you can do to 
make the preparation of your newsletter easier 
and quicker. Here are some suggestions:
□ Use a dictating machine when preparing first 
drafts of articles. This is a tremendous time 
saver, and may well make the difference be­
tween having the time to publish a newslet­
ter and not doing one.
□ Keep a cassette or portable recorder in your 
desk and as you think of subject outlines, 
record your thoughts. When the cassette is 
filled, have it transcribed for later use.
□ Short tax alerts can be composed in very lit­
tle time if you dictate interesting ones as you 
read the weekly tax service reports. Simi­
larly, long articles can be dictated for later 
editing and revisions.
(Continued on page 8)
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Video Stars
You had all those ideas for using video in the firm, 
you persuaded your partners to invest in the 
equipment, but now, your first few attempts at 
creating interesting, attention-holding programs 
have been, quite frankly, disappointing. Why?
You know it can’t be the material. The people 
involved are all extremely knowledgeable about 
their subjects and are used to giving speeches or 
conducting training sessions. So why can’t they 
get their messages across on a video screen? The 
reason, you conclude, is that while highly-quali­
fied CPAs they certainly are, highly-polished video 
stars they definitely aren’t.
The main problem an industrial or professional 
firm faces is the comparison people make between 
its efforts at creating video programs and the slick 
productions they see on television. It often seems 
that either your video equipment has a discon­
certing way of magnifying and distorting per­
formers’ gestures, mannerisms and voices, or else 
your staff has all kinds of tics, afflictions and 
curious speech impediments you hadn’t previous­
ly noticed. What’s to be done?
To begin with, you should look at your ap­
proach to using video. Very often, firms have 
treated it as a novelty or toy for executives to 
play around with. Unfortunately, this approach 
does not lend itself to creative programming. Far 
better use can be made of the equipment if one re­
members that this is an electronic age and that 
video (television) is a widely accepted and grow-
National Governmental Training Program
Cosponsored by the AICPA and the Association of 
Government Accountants, the 1981 National Gov­
ernmental Training Program, for CPAs with one 
or two years experience in governmental audits, 
will consist of two four-day sessions held in two 
locations: October 19-22 in Atlanta and November 
16-19 in San Francisco.
The program will center on current governmen­
tal accounting, auditing and financial reporting 
requirements and procedures. Subjects to be cov­
ered include accounting principles and auditing 
standards, financial and other forms of reporting, 
grant management and auditing, governmental 
budgeting and current governmental develop­
ments.
Tuition is $550 and recommended CPE credit is 
34 hours. For further information, call Carol Ann 
Sasso at (212) 575-5696.
ing means of communication. Because of this ac­
ceptance and because of the success made in min­
iaturizing, simplifying and reducing the cost of 
television equipment, video is now a practical way 
for a firm to communicate information or proce­
dures and practices to selected audiences.
The first step then is to have a definite idea of 
how video fits into your overall communicative ef­
forts before committing money or personnel. Once 
you know how you want to use the equipment, 
then you can concentrate on creating interesting, 
attention-holding programs. This is not always 
easy. That statement in the second paragraph, 
"You know it can't be the material," may simply 
not be true. Very often, in fact, the material is ex­
tremely dull. The key to successfully overcoming 
that dullness is good video communication.
According to Roger Shope, who directs the In­
stitute’s video productions, the best approach is a 
straight one, admitting in plain English that 
though the material is dull, our acquiring this 
knowledge will benefit us in this way or that. And 
regarding those disappointing video perform­
ances, Mr. Shope has a few suggestions that should 
not only help improve the quality of your firm’s 
programs but should also help you in any appear­
ances you might make on commercial television.
First of all, be careful what you wear. Neutral 
tones are better than extremely dark or light col­
ors, and sharp contrasts in colors should be 
avoided. Also, be prepared to forgo wearing large 
pieces of shiny jewelry. These can be distracting 
to viewers. Can a shiny head be distracting too? 
Yes, apparently it can, and this and any slight 
blemishes can be made less conspicuous through 
the use of makeup.
How should you behave in front of a camera? 
Be natural is your most likely answer. But is it 
the right one? The answer, unfortunately, is both 
yes and no, which is probably why your accom­
plished staff members look so unnatural in your 
productions.
Doing what you do in normal conversations just 
doesn’t work in a video program. Each shot is a 
close up, so every movement is caught and appears 
distorted on the screen. The trick is to hold ges­
tures to a minimum—control eye movements and 
facial expressions, etc., while allowing yourself to 
become spontaneous. You have to avoid sudden 
movements—e.g., a quick wave of the arm or mov­
ing too fast for the camera to keep up with you so 
you disappear out of the screen—but still look nat­
ural. To relax, try taking a few deep breaths or 
doing calisthenics before going on camera.
As a performer, you will sound more natural if 
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you talk to the camera as you would to a person. 
Use normal conversational tones and remember 
that the camera is the channel through which you 
make contact with people. Lack of feedback can 
be a problem in holding the viewer’s attention. So, 
be careful not to overload your audience with too 
much information or with complex technicalities, 
but don’t appear too relaxed or casual. This, also 
can be dull and boring. Try talking to the viewers 
individually. Imagine that you are at home with a 
friend. In short, tune in to your audience.
If you have to use a script, don’t try to hide it. 
On the other hand, if you use a prompter, make 
sure it is placed close to the camera lens. Which­
ever method you use you should try to look as 
though you are talking directly to the person who 
is watching the screen. You won’t always talk to 
the camera though. Sometimes other people are 
on screen at the same time. For example, an inter­
viewer might be asking you questions. Then, the 
camera is eavesdropping on your conversation 
and you should look at the person with whom you 
are conversing.
To look really natural you must be well-re- 
hearsed and have all the aids you need at hand. 
You obviously won’t look natural if you stumble 
over lines, lose your place in a script or on a 
prompter, or have to rush back and forth for 
things you need. Finally, if you want to give a pol­
ished video performance, you must be aware of 
what is going on around you in the studio while 
you concentrate on the camera. This peripheral 
awareness will help you sail through mishaps and 
distractions with unruffled ease. In fact, you will 
be well on your way to becoming a video star.
New Management Program
The AICPA and Southern Methodist University’s 
Caruth Institute of Owner-managed Business are 
cosponsoring a new program to assist CPA firm 
partners to be more effective advisors to owner­
managed clients. Titled the National Private Com­
panies Management Program, the course will be 
held at the university’s Dallas campus on Au­
gust 9-14.
The program, which includes lectures, discus­
sions and case analyses, will help participants to 
better understand the operation of a small grow­
ing business and communicate with owner man­
agers.
Recommended CPE credit is 40 hours. Registra­
tion and tuition fees are $700. Meals and lodging 
expenses are extra. For further information, con­
tact Cathy Justin at (212) 575-6643.
Practice Management Profile
Each year since 1972, the Arkansas, Louisiana, 
New Mexico and Oklahoma state societies have 
joined the Texas society in surveying members re­
garding operating data and other information on 
the management of an accounting practice. The 
results are published as a regional report.
The Texas society’s management of an account­
ing practice committee invited all of the state so­
cieties in the U.S. to participate in the 1980 sur­
vey. In addition to the regional states, members 
of state societies in Arizona, Colorado, Florida, 
Iowa, Massachusetts, Mississippi, New Jersey, 
North Carolina, Oregon, Pennsylvania and Wash­
ington were included in the survey and their re­
sponses were tabulated separately. A total of over 
2,500 practice units responded to the question­
naire.
Complete sets of the results are sent only to 
firms that responded to the survey. However, John 
H. Sowell, CPA, chairman of the Texas society’s
Exhibit I
Individual Non-national National*































































































*Average was calculated by dividing total office net 
income by total number of partners. Home and re­
gional overhead may or may not be included in re­
sponses.
Replies from respondent firms were divided by the 
number of partners, totaled for each size group and 
divided by the number of firms in each group to 
arrive at the average.
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MAP survey committee, has supplied us with some 
of the highlights of the regional survey which is 
used as basic reference material for professional 
education courses.
The responses were classified as individual prac­
titioner, non-national firm or national firm. The 
non-national firms were further subdivided into 
three basically equal groups by the number of to­
tal personnel as follows: small (2 to 8 people), me­
dium (9 to 13 people) and large (over 13 people).
Mr. Sowell points out that while comparisons 
may be made with prior years’ statistics, it is im­
possible to know whether respondents to the 1980 
survey are the same as those included in the past. 
Also, some firms may now be in different catego­
ries because of growth or mergers.
The figures in color in the four exhibits repre­
sent the firms with the highest 25 percent net in­
come per partner or practitioner. A dash in a col­




Size of office Small Medium Large
1.0 2.4 2.6 5.0 5.4
Partners .................................................................. 1.0 2.2 2.6 4.8 5.0
.6 .9 2.9 7.6 28.6
CPA members........................................................ .3 .5 1.8 5.9 21.8
2.1 1.7 3.7 11.9 27.0
Other professional............................................... 1.3 1.5 4.1 10.7 19.8
.9 1.2 1.9 6.2 12.4
Office and Nonprofessional.............................. .7 1.2 2.1 5.8 11.3
4.6 6.2 11.1 30.7 73.4
Total............................................................ 3.3 5.4 10.6 27.2 57.9
71,931 61,662 85,332 99,011 189,040(2)
Average net income per partner(1)................... 39,816 39,354 55,462 70,349 120,646(2)
161,495 269,999 463,635 1,202,829 2,778,917
Average net fees per firm.................................... 91,072 172,031 347,541 910,614 2,231,602
20.9 19.6 18.7 23.0 15.0
Average percentage increase in net fees(3) ... 22.5 23.5 14.2 20.3 17.1
Average square feet of office space 300 292 260 245 216
per person(1)...................................................... 296 295 272 239 224
1,474 1,400 1,472 1,353 1,239
Average charged hours per person(1)............. 1,205 1,170 1,329 1,283 1,210
91.2 91.7 90.6 93.7 83.4
Average percentage of standard fees realized 85.9 86.6 88.2 90.4 84.0
Percentage of respondents using 77.6 88.2 94.3 93.9 100.0
standard billing rates.................................... 72.4 83.9 83.3 92.3 100.0
(3) Percentage increase in net fees was computed for each reply, totaled for each size group and 
divided by the number of firms in each group to arrive at the average.
(1)Replies were divided by number of partners or personnel, totaled for each size group and divid­
ed by the number of firms in each group to arrive at the average.
(2)Average calculated by dividing total office net income by total number of partners. Home and 
regional overhead may or may not be included in responses.
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Exhibit III
Individual Non-national NationalPercentages of Partners 
and Practitioners with Various Net Incomes Small Medium Large
.0 .0 .0 .0 .0
$1 --- $20,000 ........................................................ . 21.5 11.2 2.5 3.6 .0
.0 1.2 .0 .0 .0
$20,001 — $24,999 ............................................... . 8.4 15.1 4.1 .6 .7
.0 3.7 .0 .0 .0
$25,000 —$29,999 ............................................... . 11.2 11.5 8.6 1.9 2.2
1.7 9.8 1.1 2.4 .0
$30,000 — $39,999 ............................................... . 18.6 26.3 20.7 9.8 .7
4.3 19.5 2.2 5.5 .0
$40,000 —$49,999 ............................................... . 15.8 12.2 14.6 15.1 8.0
31.6 24.4 10.0 7.9 .0
$50,000 —$59,999 ............................................... 8.4 10.9 13.5 15.1 13.8
24.8 14.6 11.1 9.1 2.6
$60,000 —$69,999 ............................................... . 6.1 4.9 13.3 16.7 14.5
21.4 15.9 40.0 34.8 10.5
$70,000 —$89,999 ............................................... . 5.7 4.9 12.7 21.2 13.8
9.4 9.8 25.6 20.1 28.9
$90,000 —$119,999 ............................................. . 2.3 2.6 7.5 9.5 21.0
4.3 1.2 6.7 9.8 15.8
$120,000 —$150,000 ........................................... . 1.3 .3 1.7 3.7 9.4
2.6 .0 3.3 10.4 42.1
Over $150,000 ..................................................... .6 .0 .8 2.8 15.9
100.1 100.1 100.0 100.0 99.9
Totals ..................................................................... . 99.9 99.9 100.0 100.0 100.0
Percentages of Firms with 
Various Net Annual Fees
.0 .0 .0 .0 .0
$1 — $30,000 ........................................................ . 14.7 .0 .0 .0 .0
.0 .0 .0 .0 .0
$30,001 — $55,000 ............................................... . 24.2 .7 .0 .0 .0
8.6 .0 .0 .0 .0
$55,001 — $80,000 ............................................... . 18.1 8.0 .0 .0 .0
17.2 .0 .0 .0 .0
$80,001 —$110,000 ......................................... 14.0 18.2 .0 .0 .0
35.3 .0 .0 .0 .0
$110,001—$165,000 ........................................... . 16.2 27.0 3.6 .0 .0
22.4 20.6 .0 .0 .0
$165,001 — $220,000 ........................................... 7.1 21.2 10.1 .0 3.8
10.3 38.2 2.9 .0 .0
$220,001 — $280,000 ........................................... . 3.5 13.9 17.4 .8 3.8
6.0 41.2 80.0 6.1 14.3
$280,001 — $575,000 ........................................... . 2.2 10.9 63.8 22.3 23.1
.0 .0 17.1 33.3 .0
$575,001 — $850,000 ........................................... .0 .0 5.1 39.2 11.5
.0 .0 .0 33.3 .0
$850,001 — $1,250,000 ....................................... .0 .0 .0 21.5 3.8
.0 .0 .0 27.3 85.7
Over $1,250,000 ................................................... .0 .0 .0 16.2 53.8
99.8 100.0 100.0 100.0 100.0
Totals ..................................................................... . 100.0 99.9 100.0 100.0 99.8
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Exhibit IV
Percentage Net Fees by Source— Individual Non-national National
Weighted Averages Small Medium Large
14.4 20.6 25.0 30.5 64.7
Auditing.................................................................. 12.5 17.7 22.7 27.3 61.9
17.6 24.0 16.6 13.1 1.5
Unaudited financial statements........................ 19.1 22.9 15.9 14.5 4.5
37.8 33.1 37.6 34.0 26.7
Tax services............................................................ 36.5 36.2 36.4 35.0 24.9
8.1 8.9 5.8 8.1 4.8
Management advisory services........................ 6.8 7.0 7.0 6.5 5.4
22.1 13.5 15.0 14.3 2.2
Other services........................................................ 25.2 16.3 18.0 16.7 3.3
100.0 100.1 100.0 100.0 99.9
Totals ....................................................................... 100.1 100.1 100.0 100.0 100.0
Percentage Income Statement
100.0 100.0 100.0 100.0 100.0
Net fees .................................................................. 100.0 100.0 100.0 100.0 100.0
Professional staff salaries, 19.8 14.4 22.4 26.6 37.0
excluding partners........................................... 16.0 12.3 22.0 26.3 34.6
Other salaries, 8.9 5.3 5.5 7.6 6.0
excluding partners........................................... 10.7 8.3 7.6 8.4 6.5
Outside services—consultation, 2.3 2.4 2.3 1.7 1.0
service bureaus, tax return processing .... 2.8 2.3 2.2 1.6 1.2
Personnel expenses—payroll taxes, 3.9 3.7 4.4 5.4 5.3
fringe benefits, professional dues............... 3.7 4.1 5.1 5.8 5.1
2.0 1.3 1.2 1.2 1.4
EDP expenses—in house or time sharing .... 2.5 2.0 2.1 1.9 .9
Facilities expense—occupancy, 6.3 6.1 5.6 5.4 6.0
maintenance, depreciation............................ 7.6 7.4 6.7 6.5 6.1
Other operating expenses—all expenses 12.2 13.1 11.4 11.1 6.4
not included above................... ....................... 14.1 13.3 12.7 11.8 15.2
Partner salaries and amount remaining 44.5 53.7 47.3 40.9 36.9
for distribution to partners.......................... 42.6 50.3 41.7 37.6 30.4
Do your partners incur practice-related
business expenses which are not reflected 12.1 35.3 45.7 45.5 71.4
in the firm’s income statement?................. 11.9 37.2 42.8 45.4 57.7
Under 5% of partnership net income— 100.0 75.0 93.8 100.0 60.0
percent of yes answers.................................. 74.5 68.6 91.5 89.8 86.7
5-10% of partnership net income— .0 25.0 6.3 .0 40.0
percent of yes answers.................................. 20.0 25.5 8.5 10.2 13.3
Over 10% of partnership net income— .0 .0 .0 .0 .0
percent of yes answers..................................
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Client Newsletters (Continued from page 2)
□ Each edition should have a caveat (in bold 
face or set off by a rule) to the effect that in­
formation in the newsletter is general and 
that the firm should be contacted for further 
details.
□ A time schedule is important. It takes sev­
eral days to get photographs back from the 
developer. Have contact pictures made first 
to select the ones you want printed—it’s 
cheaper than having the whole roll made up. 
Your newsletter should be finished and 
ready for the printer three weeks before the 
anticipated mailing date. The printer may 
want at least a week to make a galley proof 
for you to read and it may take several days 
to work in the corrections.
□ Your articles must be technically correct but 
need not be pedantic and your writing will 
be more appealing if you work in your spe­
cial interests from time to time—anything 
from astronomy to mythology.
The publication of a newsletter can have many 
pleasant effects. Staff members featured in news­
letter stories will appreciate the recognition of 
their accomplishments and the people who work 
on it will enjoy the variety it adds to their jobs 
and be proud of their publication.
Remember to encourage originality from con­
tributors to assure an interesting and informative 
newsletter. An effective newsletter that gives your 
clients valuable business, accounting and tax in­
formation and which is sprinkled with enjoyable 
local features of interest to your clients, will dem­
onstrate your firm's involvement and interest in 
clients and community.
—by H.W. Martin, CPA 
and Jenny L. Johnson
Rome, Georgia
(Editor’s note—Firms that may find it imprac­
tical to develop their own newsletters from 
scratch, but wish to include material of their own, 
may want to consider the “proof set” service of 
the CPA Client Bulletin. For the minimum charge 
of $100 per year, a firm can subscribe to three 
proof sheets of each monthly issue and incorpo­
rate desired items in its own publication. For fur­
ther details, contact Art Lodge or Rod Parnell at 
the AICPA.)
American Institute of Certified Public Accountants, Inc.
1211 Avenue of the Americas
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